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Here is the complete list of editorial articles published during 1959 in 
INDUSTRIAL MARKETING (Vol. 44, Jamary through December, 1959), 200 East Illinois 
Street, Chicago 11, Illinois. Reprinted articles, which are marked with asterisks 
in this index, may be obtained from the IM Reprint Editor (consult the November, 
1959, issue, page 165, or the February, 1960, issue, page 131, for reprint prices). 
Other articles are available in Thermofax copies, at $1 per article, from the IM 
Editorial Research Department. 


ACCOUNT EXECUTIVES 
Should agency account executives have access to top management?, May, p. 99 


ADVANCE FLOOR MACHINE CO. 
Lick dealer lethargy, up sales 49% with incentives, Jan., p. 108 


ADVERTISING 
Ad-woman-of-the-year, Harriet Raymond, says industrial ads are too nuts-and- 
bolts, July, p. 58 
Advertising--capital investment or current expense? Mar., p. 156 
Can the results of industrial advertising be measured? Jan., p. 100; Feb., 
p. 92; Mar., p. 168 
Here are the answers to the 12 most often asked questions on advertising, 
July, p. 104 
How often should you switch ad campaigns? Mar., p. 102 
How to sell advertising to your boss, May, p. 50 
The next 10 years and you: 'no lead-pipe cinch,’ July, p. 37 
Tight budgets, tough competition--the paradox of industrial advertising, 


May, p. 40 
Who should set industrial ad aims? Aug., p. 125 


ADVERTISING AGENCIES 
An agencyman looks at industrial accounts, Apr., p. 45 
Big Honeywell powwow keeps advertising on trail, Aug., p. 71 
The case for separate pr counsel affiliated with an ad agency, Apr., p. 50 
The case for public relations service within an advertising agency, 
Apr., Pp. 47 
How industrial advertisers pick new agencies--IM's annual study, 
Apr., pe 39 
How industrial advertising agencies make their money, Aug., p. 39 
How 0. S. Tyson seeks out space salesmen, Oct., p. 60 
Should agency account executives have access to top management? May, p. 99 
* Top 25 agencies total over $133 million in business paper billings, 
Apr., Pp. 146 
* What 44 industrial ad managers think about agency-client relationships, 
Aug., p. 41 
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Apr., pe 39 
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Should agency account executives have access to top management? May, p. 99 
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Apr., Pp. 146 
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ADVERTISING BUDGETS 
Advertising--capital investment or current expense? Mar., p. 158 
For quick sales boost--bigger ad budget or more salesmen? Apr., p. 128 

* How Charles Bruning Co. sold big budget boost to management, Sept., p. 62 

How Fenwal cut its budget intelligently, Sept., p. 54 
How to make a small ad budget look like a million, Sept., p. 39 
How to plan an advertising budget using IM's Market Data number, Sept., p. 168 

* The industrial ad budget, Jan., p. 48 
Should advertising budgets lead or follow sales, Sept., p. 115 


ADVERTISING DEPARTMENTS, see also ADVERTISING MANAGERS, ADVERTISING PERSONNEL 
Big Honeywell powwow keeps advertising on trail, Aug., p. 71 
How Dunham-Bush combined four ad departments into one, Dec., p. 54 


ADVERTISING EXPENDITURES 
$493.4 million invested in business paper space in '58, May, p. 54 


ADVERTISING MANAGERS 
How to sell advertising to your boss, May, p. 50 
* What 44 industrial ad managers think about agency-client relationships, 
Aug., p. 41 


ADVERTISING PERSONNEL, see also ACCOUNT EXECUTIVES, ADVERTISING MANAGERS, 
ART DIRECTORS 
Five rules for career advancement, Sept., p. 206 


ADVERTISING SIGNATURES 
How to sign your name, May, p. 104 


ADVERTISING VOLUME 
* Business paper ads near record in '59, to top it in '60. Annual Venezian 
study, Dec., p. 45 
Monthly business paper ad volume, Jan., p. 122; Feb., p. 110; Mar., p. 124; 
Apr., p. 132; May, p. 118; June, p. 120; July, p. 120; Aug., p. 148; 
Sept., p. 152; Oct., p. 156; Nov., p. 158; Dec., p. 120 
1958 brings shifts in business paper ranks, Jan., p. 118 


AGENCY-CLIENT RELATIONS, see ADVERTISING AGENCIES 
AIA (NIAA) NEWS, see also NIAA NEWS 
Harty tells what's ahead for AIA, Nov., p. 85 
U.S. GNP will hit $500-billion-rate by lst quarter of '60, Dec., p. 75 


ALBANY PRODUCTS CO. 
How Albany Products quadrupled profits by spreading a smile, Nov., p. 140 


ALUMINUM CORP. OF AMERICA 
* Caps sell caps for Alcoa, Oct., p. 148 


AMERICAN CHAIN & CABLE CO. 
How ACCO gave all its products a 'one company’ look, Sept., p. 52 


AMERICAN CYANAMID CO. 
Here's how Cyanamid cleaned its mailing list, Apr., p. 120. 
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AMERICAN MANAGEMENT ASSOCIATION 
AMA panel puts new life into sick communications medium, Apr., p. 103 


AMA study outlines market research, men behind it, Mar., p. 160 


AMPEX CORP. 
How small company grew on ‘big company’ promotion, June, p. 44 


ANNIVERSARIES 
* A basic guide to anniversary celebrations, Nov., p. 65 
* How to error-proof a company anniversary, Sept., p. 105 


ANNUAL REPORTS 
Smart commmnicators now talk about profits, Nov., p. 116 


ARMCO STEEL CORP. 
Trade shows galore: how Armco picks tright' ones for their company, 


Oct., p. 61 


ART 
I-T-E proves high-priced artwork can be economical, Aug., p. 155 


ART DIRECTORS 
Who let that art director in again? Aug., p. 187 


ASSOCIATED BUSINESS PUBLICATIONS 
The ABP awards: why the winners won. Describes seven winning campaigns, 


Apr., p. 153 


ASSOCIATION OF INDUSTRIAL ADVERTISERS, see AIA (NIAA) NEWS; see also NATIONAL 
INDUSTRIAL ADVERTISERS ASSOCIATION, NIAA NEWS 


ATOMIC ENERGY 
Sales promotion sells secrecy at atom plant, May, p. 114 


AUDIO-VISUAL AIDS 
* A basic guide to communicating, July, part 2 
Versatile charts solve sales pitch problem for General Electric, Oct., p. 50 


AUTOMATION 
Standard Register's 'IDP Workshop’ proves valuable sales and p.r. tool, 


Apr., p. 140 


AWARDS 
The ABP awards: why the winners won. Describes seven winning campaigns, 
Apr., p. 1535 
41 business papers show what it takes to be tops. IM editorial competition 
winners, June, p. 52 
How to win $9,000. Putman Award winners, June, p. 140 
I. E. Robinson, Du Pont tops in first industrial art competition of NIAA 
Philadelphia Chapter, Aug., p. 102 
Judges of IM's 2lst annual competition cite progress by business papers, 
May, p. 140 
Mediocre ads cost less, but the price is high, Jan., p. 159 
William T. Clawson .. a life's ambition becomes a reality .. IM’s adman 
of the year, Jan., p. 164 
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BATTON, LON D. 
Five rules for career advancement, Sept., p. 206 


BAUM, HARRY 
* A basic guide to engineering handbooks, Aug., p. 77 


BENHAM, ROBERT V. 
How to get along with sales agents, Sept., p. 50 


BERLIN, EDWIN P. 
Here's how General Transistor packages too-small products, Oct., p. 52 


BERNSTEIN, S. R., see SID BERNSTEIN SAYS 


BJ ELECTRONICS 
Finds inquiry processing can be simple, June, p. lll 


BOMAC LABORATORIES 
Zany ads fracture history, help break sales records, Sept., p. 42 


BOOK REVIEWS 
April, p. 157; May, p. 156 


BROC HURES 
* What are prestige brochures and are they worth while? Feb., p. 49 


BROCK,. KENNETH S. 
How Fenwal cut its budget intelligently, Sept., p. 54 


CHARLES BRUNING CO. 
* How to sell a big budget boost to management, Sept., p. 62 


BRUNION, HAROLD 
Versatile charts solve sales pitch problem for General Electric, Oct., p. 50 


BURSON, HAROLD 
The case for separate pr counsel affiliated with an ad agency, Apr., p. 50 


BUSINESS FORECASTS, see FORECASTS 


BUSINESS GIFTS 
All hung up for gift ideas for Christmas? Sept., p. 108 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 
The mysteries of purchasing. Results of study, June, p. 48 


BUSINESS PAPERS 
Agencies don't like business papers: fact or chestnut, Aug., p. 65 
* Business paper ads near record in '59, to top it in '60, Annual Venezian 
study, Dec., p. 45 
Doubtful adman tests business paper audience, Oct., p. 43 
41 business papers show what it takes to be tops. IM editorial competition 
winners, June, p. 52 
Found: business papers’ 3d dimension, May, p. 46 
$493.4 million invested in business paper space in '58, May, p. 54 
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BUSINESS PAPERS (cont'd) 
How to buy business publication space, May, p. 48 
Is this the answer to the circulation audit problem? July, p. 41 
Judges of IM's 2lst annual competition cite progress by business papers, 
May, p. 140 
Marsteller, Rickard probes ad value of business paper special issues, 
June, p. 62 
Monthly business paper ad volume, Jan., p. 122; Feb., p. 110; Mar., p. 124; 
Apr., Pp. 132; May, p. 118; June, p. 120; July, p. 120; Aug., p. 148; 
Sept., p. 152; Oct., p. 156; Nov., p. 158; Dec., p. 120 
1958 brings shifts in business paper ranks, Jan., p. 118 

* Top 25 agencies total over $133 million in business paper billings, 


Apr., p. 146 


BUTTRISS, WILLIAM M. 
Tinnerman advertises 9,000 shapes, sizes. ABP Winner, Apr., p. 166 


CALENDARS 
Geo. K. Garrett Co. makes calendars four times as effective, June, p. 125 


CAMPBELL SOUP CO. 
Merchandising ideas key success, ABP winner, Apr., p. 164 


CARTOONS 
The embattled executive, Nov., p. 57 
Heroes of industrial advertising, Sept., p. 57 


CASE HISTORIES 
Cash contest flushes out case histories, Feb., p. 108 
How to get good case histories by mail, Nov., p. 124 


CATALOGS 
* How to make customers reach for your catalog, July, p. 59 
How Robertshaw-Fulton took the 'dust' out of its industrial catalog, 
Mar., Pp. 59 
How to sell with technical catalogs, Aug., p. 142 
SKF spends $100,000 for a sales catalog, Mar., p. 52 
* What happens to a catalog? Mar., p. 55 


CENSUS BUREAU 
Census information to be available this year, Feb., p. 84 


CHAIN BELT CO. 
How Chain Belt adopted integrated marketing, July, p. 128 


CHRISTIAN, RICHARD C. 
* Who should conduct marketing surveys? Dec., p. 52 


CHRISTIANS, GLENN A. 
Clark inserts build pride, confidence. ABP winner, Apr., p. 160 


CLARK EQUIPMENT CO. 
Inserts build pride, confidence. ABP winner, Apr., p. 160 





CLAWSON, WILLIAM T. ; 

* Mediocre ads cost less, but the price is high, Jan., p. 159 

* William T. Clawson .. a life's ambition becomes a reality .. IM's adman 
of the year, Jan., p. 164 


CLAYTON MFG. CO. 
Trucks-on-the-spot increase sales for industrial cleaning rigs, Sept., p. 146 


COLOR 
How to have third-page full-color ads for $30. Rockwell tells secret, 
Mar., p. 48 


COLUMBUS COATED FABRICS CORP. 
CCF re-educates ‘lost generation’ to advantages of oil cloth. ABP winner, 
Apr., p. 168 


COMMUNICATIONS, see also COMPANY COMMUNICATIONS 
* A basic guide to communications, July, part 2 
Were you listening when the boss was talking? Nov., p. 49 


COMMUNITY RELATIONS 
New style open house sparks industry-commmnity harmony, Jan., p. 95 


COMPANY COMMUNICATIONS, see also COMPANY PUBLICATIONS, COMMUNITY RELATIONS, 
CUSTOMER RELATIONS, EMPLOYE RELATIONS 
New style open house sparks industry-commnity harmony, Jan., p. 95 
Smart company editor or soap box orator? Feb., p. 128 
How to talk costs in employe magazines, Mar., p. 96 
AMA panel puts new life into sick communications medium, Apr., p. 105 
How to avoid the communications rut, May, p. %4 
Months to come will paint new communications scene, June, p. 95 
Advice to communicators: report results to management, July, p. 101 
Employe magazines grow brave, grow up, Aug., p. 119 
How to error-proof a company anniversary, Sept., p. 105 
How to get new comminication program off with a bang, Oct., p. 120 
Smart communicators now talk about profits, Nov., p. 116 
Pot bubbles in '59, will boil over in *60, Dec., p. 89 


COMPANY HISTORIES 
Review of McGraw-Hill history, "Endless Frontiers," May, p. 156 


COMPANY PUBLICATIONS, see also COMPANY COMMUNICATIONS 
Advice to communicators: report results to management, July, p. 101 
Employe magazines grow brave, grow up, Aug., p. 119 
"Find the typo' contest builds bulletin readership, Nov., p. 156 
How to avoid the communications rut, May, p. 94 
How to talk ‘costs' in employe magazines, Mar., p. 96 
Smart company editor or soap box orator? Feb., p. 128 


CONTESTS 
Cash contest flushes out case histories, Feb., p. 108 
'Find the typo’ contest builds bulletin readership, Nov., p. 156 


CONTINUITY 
B. F. Goodrich’s industrial campaign: 25 years and still going strong, 
Apr., p. 61 
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COOPER-BESSEMER CO. 
*Spectacle' promotion pulls spectacular show attendance, Dec., p. 39 


COPY, see also COPY CHASERS 
B. F. Goodrich's industrial campaign: 25 years and still going strong, 
Apr., p.» 61 
Bomac's zany ads fracture history, help break sales records, Sept., p. 42 
CCF re-educates ‘lost generation’ to advantages of oil cloth. ABP winner, 
Apr., Pp. 168 
Clark inserts build pride, confidence. ABP winner, Apr., p. 160 
Fearless Fuller (and a blonde) solve mysteries, sell adhesives, 
Apr., p. 124 
Granco sells new line with spreads, artwork. ABP winner, Apr., p. 154 
Graver boosts sales 300% with business paper campaign. Putman award 
winner, June, p. 146 
Here are 51 steps to low readership scores, Jan., p- 98 
How to have third-page full-color ads for $30. Rockwell tells secret, 
Mar., p. 48 
How to look big in small space, June, p. 100 
Imagination San Francisco style--outstanding promotion campaigns, 
June, p. 35 
Merchandising ideas key Campbell Soup success. ABP winner, Apr., p. 164 
Mobil sets itself apart with case histories that prove product benefits. ABP 
winner, Apr., p. 156; Putman award winner, June, p. 146 
Overboard ad copy won't sell, Eastman Chemical finds, Sept., p. 190 
Rule-breaking ads triple Peerless inquiry rate, Dec., p. 50 
Stauffer Chemical pokes fun at glutted market, Sept., p. 176 
Tinnerman advertises 9,000 shapes, sizes. ABP winner, Apr., p. 166 
U. S. Steel sells its customers! customers, ABP winner, Apr., pe. 162 
What Westinghouse admen did the year it rained fuses, Oct., p. 44 
Which ad attracted more readers? Jan., p. 87; Feb., p. 79; Mar., pe. 95; 
Apr., De 97; May, p. 91; June, p. 91; July, p. 91; Aug., p- 115; Sept., p. 99; 
Oct., p. 117; Nov., p. 111; Dec., p. 85 
The write-in cross-out copy test, Aug., p. 81 
Writing isn't talking, Feb., p. 116 


COPY CHASERS 
* Mediocre ads cost less, but the price is high, Jan., p. 159 
‘Company! ads loom large in mass media, Feb., p. 163 
Why not more ‘human interest' advertising? Mar., p. 185 
Iet's unmask electronics advertising, Apr., p. 197 
Mr. Advertiser, meet a competitor, May, p. 175 
You can say a lot with a corporate ad, June, p. 171 
Are reader surveys any good? July, p. 145 
Who let that art director in again? Aug., p. 187 
Help stamp out ad cliches, Sept., p. 229 
You can't persuade by facts alone, Oct., p. 215 
Inco ads make it tough for you and you and you, Nov., p. 229 
Iet's sample the good and bad of '59 ads, Dec., p. 161 


CORPORATE ADVERTISING, see CORPORATE IMAGE 





CORPORATE IMAGE 
After corporate identity--what? May, p. 59 

* Building corporate image, Feb., p. 57 
Can & small company afford a corporate image program? June, p. 54 
Clark inserts build pride, confidence. ABP winner, Apr., p. 160 
"Company! ads loom large in mass media, Feb., p. 165 
Corporate image advertising: good, but it isn't enough, July, p. 63 
Found: business papers! 3d dimension, May, p. 46 
Here's how to measure corporate image, Aug., p. 168 
How ACCO gave all its products a ‘one company’ look, Sept., p. 52 
How to change a trademark, Feb., part 2 
How Rese Engineering built a ‘company look* in nine months, Oct., p. 165 
Industrial design as a function of marketing, Feb., p. 45 
Institutional ads can sell hard too Hydro-Aire finds, Feb., p. 152 
Picture story on how Foote Mineral changed its trademark, Feb., p. 58 
Unusual ads build a corporate image for Westinghouse, Feb., p. 40 
What are prestige brochures and are they worth while? Feb., p. 49 
When and why do you 'go institutional.’ Neptune Meter's answer, Feb., p. 44 
Why not more ‘human interest! advertising? Mar., p. 185 
You can say a lot with a corporate ad, June, p. 171 


COST ANALYSIS 
Cost analysis--finding marketing weaknesses, Mar., pe. 54 


CROWN CORK & SEAL CO. 
*Canned! mail copy pushes cans, June, p. 116 


CUSTOMER RELATIONS 
How not to hold an open house, Feb., p. 60 
U. S. Steel sells its customers! customers. ABP winner, Apr., p. 162 


DEALERS 
Advance Machine licks dealer lethargy, ups sales 49% with incentives, 
Jan., pe 108 
"Portable field office" sparks Byron Jackson dealers, Jan., p. 37 
RCA promoter's portfolio--a year's campaign in one package, Mar., p. 155 
Worthington's uninterrupted service plan ends dealer-prospect indifference, 
Sept., pe 60 


DEFENSE CONTRACTS 
Congress turns a gimlet eye on defense buying, Oct., p. 106 


DEFENSE MARKET 
Can Uncle Sam get his cut-rate weapons? Nov., p. 96 
How Stavid advertises to defense market, Nov., p. 46 
What's ahead for defense spending. Outlook up to 1975, Dec., p. 56 


DELTA POWER TOOLS 
* Should you be selling the school shop market? Nov., p. 53 


DENLER, JOHN 
* Eight ways to improve your inquiry handling, Oct., p. 58 





DEWEY & AIMY CHEMICAL 
* Use merchandising to beat recession. Putman award winner, June, p. 145 


DEWEY, GEORGE W. 
Big ads seldom .. small ads often. Answer to Geo. Dewey article in Sept. 58 


issue, Feb., p. 140 


DeWOLF, JOHN 
How to sell advertising to your boss, May, p. SO 


DICKSON, W. M. 
* How to make customers reach for your catalog, July, p. 59 


DIRECT MAIL, see also MAILING LISTS 
‘Canned! mail copy pushes Crown Cork's cans, June, p. 116 

* Caps sell caps for Alcoa. MDMAA winner, Oct., p. 148 
Here's how Cyanamid cleaned its mailing list, Apr., p.120 
How Albany Products quadrupled profits by spreading a smile, Nov., p. 140 
How small company does big ad job with direct mail, Oct., pe 55 
Junior spacemen aid General Mills industrial campaign, Oct., p. 157 
Model trains open doors for Honeywell. DMAA winner, Dec., p. 100 
Spy's secret mailers promote Truscon (in code, of course), July, p. 114 
Unusual postmarks sell pipe for Price, Sept., p. 186 


DISTRIBUTORS & DISTRIBUTION 
Can manufacturing-distributor teamwork lower marketing costs? Feb., pe 55 
Distributor panel takes frank look at ad materials, Mar., p. 154 
How to get a steady flow of marketing ideas from your distributors, 
June, p. 105 
Is the industrial distributor effective and economical? Mar., pe. 104 
I-T-E reaps miltiple rewards through distributor education, Jan., p. 59 
More time for selling--Raytheon automates its distributors inventory 
management, Nov., p. 58 
Top salesman's 'intercepted* letters boost Zonalarm sales by distributors, 
What promotional material works best for industrial distributors, Aug., p. 82 
When and how should you sell through distributors, Mar., p. 41 


DIX, ARTHUR H. 
Why don't more industrial companies use sales quotas? Dec., p. 147 


DOBECKMUN CO. 
Gold flake maker turns product into street of gold, Nov., p. 236 


DONATI, CORSO 
Bomac's zany ads fracture history, help break sales records, Sept., p. 42 


DRIEMEN, JOHN E. 
Sales training is a man-to-man affair, Nov., p. 211 


DUNBAR KAPPLE DIVISION 
How Dunbar Kapple competes when caught in the middle between large and 


small manufacturers, Jan., p. 42 





DUNHAM-BUSH CO. 
How Dunham-Bush combined four ad departments into one, Dec., p. 54 


E. I. 2uPONT de NEMOURS & CO, 
More competition for metals: duPont introduces Delrin, July, p. 51 


DURYEE , W. G. 
Advance Machine licks dealer lethargy, ups sales 49% with incentives, 
Jan., p. 108 


EASTMAN CHEMICAL PRODUCTS 
Overboard ad copy won't sell, Eastman Chemical finds, Sept., p. 190 


EDITORIAL INDEX, June through December 1958, Jan., p. 154 


EDWARDS CO. 
Top salesman's tintercepted' letters boost Zonalarm sales by distributors, 


Feb., p. 122 


ELECTRONICS 
let's unmask electronics advertising, Apr., p. 197 


EIGIN, J. DOUGLAS 
Mobil sets itself apart with case histories that prove product benefits. ABP 


winner, Apr., p. 156; June, p. 146 
EMPLOYE PUBLICATIONS, see COMPANY PUBLICATIONS 


EMPLOYE RELATIONS, see also COMPANY COMMUNICATIONS 
English metal producer improves employe relations at the cinema, Dec., p. 158 


ENCYCIOPEDIA OF MARKETING 

* How to use readership research, by Rosberg, Jan., p. 55 

* How to change a trademark, by Michini, Feb., part 2 

* A system for organizing a marketing library, by Sawyer, Mar., part 2 

* A checklist guide to profitable marketing, by Stewart, Dougall & 
Associates, Apr., part 2 

* A basic guide to better technical publicity, by Stevens, May, part 2 

* A basic guide to marketing for the smaller company, by St. Thomas, 
June, part 2 

* A basic guide to communicating, by James, July, part 2 

* A basic guide to engineering handbooks, by Baum, Aug., p. 77 

* A basic guide to low-cost promotional films, by Nestingen, Sept., p. 45 

* A basic guide for developing publicity, by Ury, Oct., p. 65 

* A basic guide to business anniversary celebrations, by Kelley, Nov., p. 65 

* A basic guide to international advertising, by Pollard, Dec., pe 127 


EVANS, KEITH J. 
Can manufacturer-distributor teamwork lower marketing costs? Feb., pe 55 
How to prepare a sales manual and make sure it's used, Oct., p. 200 
How to tell industrial salesmen how to sell, Nov., p. 170 
How to use sales promotion to cut selling costs, June, p. 134 
What you should know about industrial sales analysis, May, p. 45 
When and how should you sell through distributors, Mar., p. 41 
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EXAGGERATION IN ADVERTISING 
Overboard ad copy won't sell, Eastman Chemical finds, Sept., p. 190 


EXPORT ADVERTISING, see INTERNATIONAL ADVERTISING 


FAIR TRADE 
Battle over fair trade pricing shaping up in Washington. Congress ponders 


‘territorial security,' Aug., p. 104 


FARM EQUIPMENT 
Ford grows a farm to reap a fat sales harvest, May, p. 110 


FARM MARKET 
Selling something new to farmers: here's how Visking Corp. did it, Mar., p. 58 


U. S. agriculture: big headache, big market, Sept., p. 88 


FENWAL INC. 
How Fenwal cut its budget intelligently, Sept., p. 54 


FIIMS 
* A basic guide to low budget films, Sept., p. 45 
Hints on planning business films, Sept., p. 159 


FLYING TIGER LINE 
Flying Tiger grabs new sales with 'big reach' Mar., P. 115 


FORD MOTOR CO. 
Ford grows a farm to reap a fat sales harvest, May, p. 110 


FORECASTS 
let's look at the 60s. Seven top men answer questions, Dec., p. 55 
* The next 10 years and you: ‘no lead-pipe cinch,' July, p. 37 


FOREIGN TRADE, see also INTERNATIONAL ADVERTISING 
Changing marketing patterns in South America, Mar., p. 45 
Foreign competition proves ticklish subject for U. S. executives, Oct., p. 155 
Is this the answer to your export problem? Dec., p. 58 
Nielsen warns: don't generalize on overseas markets, Oct., p. 85 
Foreign competition proves ticklish subject for U. S. executives, Oct., p. 133 
Foreign trade--there's a big market abroad, Apr., p. 84 
What should trade missions mean to you? July, p. 44 
What it takes to sell heavy construction equipment in Europe, Sept., p. 182 


FRIDEN INC. 
How Friden picks good sales and service men, July, p. 55 


H. B. FULLER CO. 
Fearless Fuller (and a blonde) solve mysteries, sell adhesives, Apr., p. 124 


GAINSBRUGH, MARTIN R. 
Advertising--capital investment or current expense? Mar., p. 138 


GENERAL ELECTRIC CO. 
Versatile charts solve sales pitch problem, Oct., pe 50 
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GENERAL MILLS INC. 
Junior spacemen aid General Mills industrial campaign, Oct., p. 157 


GENERAL TRANSISTOR CORP. 
Here's how General Transistor packages too-small products, Oct., p. 52 


GEOPHYSICAL SERVICE INC. 
Pinballs pay off at Geophysical Service exhibit, Jan., p. 105 


GLADWELL, D. A. 
English metal producer improves employe relations at the cinema, Dec., p. 158 


B. F. GOODRICH CO. 
Industrial campaign: 25 years and still going strong, Apr., p. 61 


GRANCO STEEL PRODUCTS CO. 
Sell new line with spreads, artwork. ABP winner, Apr., p. 154 


GRAVER TANK & MFG, CO. 
* Boost sales 300% with business paper campaign. Putman award winner, 
June, p. 146 


GREAT BRITAIN 
English metal producer improves employe relations at the cinema, Dec., p. 158 


GREDLER, KEN 
What it takes to sell heavy construction equipment in Europe, Sept., p. 182 


GREEN, ERNEST S. 
The write-in cross-out copy test, Aug., p. 81 


GREIF, LUCIEN R. 
The case for the independent public relations counsel, Apr., pe 46 
Eight ways publicity men can keep editors happy, Nov., p. 108 


HAIGHT, A. L. 
Trade show exhibits grow up to sales role, May, p. 37 


HALOID-XEROX INC. 
Copyrama--the Haloid systems concept in action, Apr., p. 55 


HANDBOOKS, see also SALES MANUALS, INSTRUCTION MANUALS 
A basic guide to engineering handbooks, Aug., p. 77 


HARRIS-INTERTYPE CO. 
* Mediocre ads cost less, but the price is high, Jan., p. 159 
* William T. Clawson .. a life's ambition becomes a reality .. IM's adman 


of the year, Jan., p. 164 


WILLIAM S, HENSON INC. 
Printing company plans an open house, Apr., pe 190 


HORTON, HOWARD H. 
The need for training new and old salesmen, July, p. 53 
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HOUSE ORGANS, see also COMPANY COMMUNICATIONS, COMPANY PUBLICATIONS 


HUMOR 
Bomac's zany ads fracture history, help break sales records, Sept., pe. 42 


How Albany Products quadrupled profits by spreading a smile, Nov. p. 140 
Stauffer Chemical pokes fun at glutted market, Sept., p.176 


HYDRO-AIRE INC. 
Institutional ads can sell hard too Hydro-Aire finds, Feb., p. 152 


IM GALLERY 
Mar., pp. 173, 174, 177, 178; Apr., pp. 56, 180; May, pp. 107, 124; June, 
p. 76; July, pp. 80, 150; Aug., pp. 160, 174, 176; Nov., p. 224 


INDUSTRIAL DESIGN 
* Industrial design as a function of marketing, Feb., p.» 45 


INDUSTRIAL MARKETING 
41 business papers show what it takes to be tops. IM editorial competition 
Winners, June, p. 52 
How to plan an advertising budget using IM's Market Data number, Sept., p. 168 
Judges of IM's 2lst annual competition cite progress by business papers, 


May, p. 140 
INDUSTRIAL SHOWS, see TRADE SHOWS & EXHIBITS 


INDUSTRIAL WIPING CLOTH. 
Trade shows: find exhibiting isn't enough, Feb., p. 101 


INQUIRIES 
BJ Electronics finds inquiry processing can be simple, June, p. lll 
Can the results of industrial advertising be measured? Jan., p. 100; Feb., 
p. 92; Mar., p. 168 
Don't bother salesmen with inquiries unless they're good prospects), 
Dec., pe 40 
* Eight ways to improve your inquiry handling, Oct., p. 58 
Rule-breaking ads triple Peerless inquiry rate, Dec., p. 50 


INSERTS 
How to have third-page full-color ads for $30. Rockwell tells secret, 


Mar., p. 48 
INSTITUTIONAL ADVERTISING, see CORPORATE IMAGE 


INSTRUCTION MANUALS 
Who is responsible for producing instruction manuals? Feb., p. 90 


INTERNATIONAL ADVERTISING, see also FOREIGN TRADE 
* A basic guide to international advertising, Dec., p. 127 
How to write Spanish copy without a Yankee accent, July, p. 49 


INTERNATIONAL MINERALS & CHEMICAL CORP, 
Pupils decide what subjects are taught at sales clinics, May, p. 116 





INTERNATIONAL NICKEL CO. 
Inco ads make it tough for you and you and you, Nov., p. 229 


INVENLORY 
More time for selling--Raytheon automates its distributors inventory 


management, Nov., p. 58 


I-T-E CIRCUIT BREAKER CO. 
Prove high-priced artwork can be economical, Aug., Pe 155 
* Reap mitiple rewards through distributor education, Jan., p. 59 


BYRON JACKSON PUMP CO. 
"Portable field office" sparks dealers, Jan., pe. 37 


JACOBS, WALTER H. 
Rule-breaking ads triple Peerless inquiry rate, Dec., p. 50 


JAMES, JOHN 
* a basic guide to commnicating, July, part 2 


JOHNSON, SHELDON F. 
What Westinghouse adman did the year it rained fuses, Oct., p. 44 


KAISER ALUMINUM 
Kaiser's mobile vans spearhead new line, Mar., p. 120 


KANN, STEPHEN W. 
Changing marketing patterns in South America, Mar., p. 49 


KAPNER, JEROME 
How Albany Products quadrupled profits by spreading a smile, Nov., p. 140 


KELLEY, ETNA M. 
A basic guide to anniversary celebrations, Nov., p. 65 


KELLY, EDWARD F. 
Worthington's uninterrupted service plan ends dealer-project indifference 


Sept., p. 60 


KENNEDY, ED. 
Writing isn't talking, Feb., p. 116 


KENRO GRAPHICS 
Package selling boosts sales, Apr., p. 59 


KNIPCO INC. 
Editors receive press party in mail, Dec., p. 95 


KOGAN, IRVING SMITH 
The case for public relations service within an advertising agency, Apr., p. 47 


KOHIMAN, C. W. 
After corporate identity---what? May, p. 59 





KOPPERS CO. 
Don't bother salesmen with inquiries unless they're good prospects), Dec., 


p.40 


KRATE, NAT. 
How to make a small ad budget look like a million, Sept., p. 59 


LANGAN, EMMETT P. 
How to write Spanish copy without a Yankee accent, July, p. 49 


LANGDON, AUDREY 
How to conduct better research interviews, Sept., p. 192 


IARUE, CHARLES M., JR. 
CCF re-educates ‘lost generation' to advantages of oil cloth. ABP winner, 


Apr., pe 168 


LATIN AMERICA 
Changing marketing patterns in South America, Mar., p. 45 
How to write Spanish copy without a Yankee accent, July, p. 49 


LEROI DIVISION 
Industrial promotion can be so mich jass Le Roi Div. finds, June, p. 57 


LETTERHEADS 
Is your letterhead an invisible salesman? Jan., p. 96 


LEVY, HERBERT 
* What happens to a catalog? Mar., p. 35 


LIBRARIES 
* A system for organizing a marketing library, Mar., part 2 


McGANN, THOMAS J. 
Cost analysis--finding marketing weaknesses, Mar., P. 54 


McGRAW-HILL PUBLISHING CO. 
Review of company history, "Endless Frontiers," May, p.156 


MAGOON, Po E. 
Granco sells new line with spreads, artwork. ABP winner, Apr., p. 154 


MAILING LISTS 
Here's how Cyanamid cleaned its mailing list, Apr., p. 120 


P. Re MALLORY & CO. 
How P. R. Mallory blasted a new product into orbit in 14 days, Aug., p. 46 


MANNING, JOHN J. 
How to buy business publication space, May, p. 48 


MANUFACTURERS! AGENTS 
How to get along with sales agents, Sept., p. 50 
$120-a-Year promotion sells salesmen on standard models, Nov., p. 51 


«IS~ 





MARKETING & MARKET RESEARCH 
AMA study outlines market research, men behind it, Mar., p. 160 
* A basic guide to marketing for smaller companies, June, part 2 
Buried marketing gold yours for the diggin’ in Washington, Mar., p. 78 
Census information to be available this year, Feb., p. 84 
A checklist to profitable marketing, Apr., part 2 
Copyrama--the Haloid systems concept in action, Apr., p. 55 
Cost analysis--finding marketing weaknesses, Mar., p. 54 
Four ways to find your target in the metal-working market, Feb., p. 5l 
Here's how to measure corporate image, Aug., p. 168 
How Chain Belt adopted integrated marketing, July, p. 128. 
How to conduct better research interviews, Sept., p. 192 
How to get a steady flow of marketing ideas from your distributors, June, p. 105 
How Dunbar Kapple competes when caught in the middle between large and small 
manufacturers, Jan., p. 42 
Let's look at the 60s. Seven top men answer questions, Dec., p. 355 
Marketing research (monthly news column), Jan., p. 151; Feb., p. 157; Mar.,p.160; 
Apr., p. 175; May, p. 150; June, p. 149; Aug., p. 168; Sept., p. 215; 
Nov., p. 207; Dec., p. 141 
Package selling boosts sales for Kenro Graphics, Apr., pe. 59 
* A system for organizing a marketing library, Mar., part 2 
* Who should conduct marketing surveys? Dec., pe. 52 


MARKETS ON THE MOVE 
Jan., p55; Feb., p. 353; Mar., p. 31; Apr., Pe 35; May, p. 55; June, p. 31; 
July, p.55; Aug., p. 35; Sept., pe 35; Oct., pe 39; Nov., pe 59; Dec., p. 31 


MARSTELLER, RICKARD, GEBHARDI & REED 
Found: business papers' 3d dimension, May, p. 46 
Here's how to measure corporate image, Aug., p. 168 
Probes ad value of business paper special issues, June, p. 62 


MARSTELLER, WILLIAM A. 
Is this the answer to the circulation audit problem? July, p. 41 


MASTERMAN, CHARLES W. 
How Rilco keeps track of their sales literature, Dec., p. 108 


MAXWELL, HUGH 
* I-T-E reaps mltiple rewards through distributor education, Jan., p. 39 


MEDIA SALESMEN, see SPACE BUYING & SELLING 


MEETING DATES 
June, p. 70; July, p. 70; Aug., p. 92; Sept., p. 78; Oct., p. 95; Nov., pe 201; 


Dec., Pp. 70 


MERCHANDISING 
Dewey & Almy uses merchandising to beat recession. Putman award winner, 
June, p. 1435 
When and how to merchandise advertising, July, p. 95 


METAIWORKING 
Four ways to find your target in the metalworking market, Feb., p. 51 


More competition for metals; DuPont introduces Delrin, July, p. 5l 
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MICHINI, SAMUEL G. 
* How to change a trademark, Feb., part 2 


MILLER, B. HAROLD 
* Big ads seldom .. small ads often. Answer to Geo. Dewey article in Sept. '58 


issue, Feb., p. 140 


MINER, D. C. 
Doubtful adman tests business paper audience, Oct., p. 45 


MINNEAPOLIS HONEYWELL REGULATOR Co. 
Big Honeywell powwow keeps advertising on trail, Aug., p. 71 
Model trains open doors for Honeywell. DMAA winner, Dec., p. 100 


MOORE, RALPH 
SKF spends $100,000 for sales catalog, Mar., p.52 


MULLER-MONK, PETER 
* Industrial design as a function of marketing, Feb., p. 45 


NATIONAL ELECTRICAL CONTRACTORS ASSN. 
National Electrical Contractors Assn. aims for more business, Dec., p. 78 


NATIONAL ENGINEERING CO. 
*Find the typo’ contest builds bulletin readership, Nov., p. 156 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, see also ASSOCIATION OF INDUSTRIAL 
ADVERTISERS, NIAA NEWS 
Advice to NIAA: Now's your (last?) chance to produce, Aug., p. 85 
Harold Harty heads 1959-60 slate, June, p. 78 
How Chain Belt adopted integrated marketing, July, p. 128 
How to make customers reach for your catalog, July, p. 59 
I. E. Robinson, Du Pont tops in first industrial art competition of NIAA 
Philadelphia chapter, Aug., p. 102 
Is this the answer to the circulation audit problem? July, p. 41 
* The next 10 years and you: 'no lead-pipe cinch,' July, p. 37 


NELSON, ROBERT M. 
Trade shows galore: how Armco picks ‘right’ ones for their company, Oct., p. 61 


NEPTUNE METER CO. 
When and why do you *go institutional.' Neptune Meter's answer, Feb., p. 44 


NESTINGEN, DON 
* A basic guide to low budget films, Sept., p. 45 


NEW BOOKS FOR MARKETING MEN, see BOOK REVIEWS 


NEW COMPANIES 
How Rese Engineering built a "company look" in nine months, Oct., p. 163 





NEW PRODUCTS 
Ford grows a farm to reap a fat sales harvest, May, p. 110 
Granco sells new line with spreads, artwork. ABP winner, Apr., p. 154 
How P. R. Mallory blasted a new product into orbit in 14 days, Aug., p. 46 
Kaiser's mobile vans spearhead new line, Mar., p. 120 
More competition for metals: Du Pont introduces Delrin, July, p. 5l. 
Selling something new to farmers: here's how Visking Corp. did it, Mar., p 58 
Top salesman's *intercepted' letters boost Zonalarm sales by distributors, 

Feb., p. 122 

Who should control new product development? Nov., p. 129 
Yale presents the Big Lift in a big way, Aug., p. 52 


NIAA NEWS, see also AIA NEWS 
Od group reports on membership survey, Jan., p. 75 
Industrial buying influentials seldom see the salesman, Feb., p. 75 
OD group submits discussion guides, Mar., p. 75 
NIAA organization group prepares final plan, Apr., p. 79 
Urge better planning, company membership, May, p. 75 
Most NIAA members like OD group's plan, June, p. 75 
NIAA delegates approve new organization plan, July, p. 75 
Few agencies know all they should about their clients, Aug., p. 99 
IARI to report on motivations in industrial buying, Sept., p. 81 
NIAA members vote on constitution changes, Oct., p. 99 


NITRAGIN Co. 
Editors hail tape recorded Nitragin press party, Fcb., p. 106 


OHMITE MANUFACTURING CO. 
* What happens to a catalog? Mar., p. 35 


OLIN MATHIESON CHEMICAL CORP. 
How Olin gets more packaging impact, Jan., p. 46 


OPEN HOUSE 
How not to hold an open house, Feb., p. 60 
New style open house sparks industry-commnity harmony, Jan., p. 95 
Printing company plans an open house, Apr., p. 190 


PACKAGING 
Here's how General Transistor packages too-small products, Oct., p. 52 
How ACCO gave all its products a ‘one company’ look, Sept., p. 52 
How Olin gets more packaging impact, Jan., p. 46 
Package design is for experts, Aug., p. 150 


PATTERSON, ROGER.T. 
$120-a-year promotion sells salesmen on standard models, Nov. p. 51 


PEERLESS PHOTO PRODUCTS 
Rule-breaking ads triple inquiry rate, Dec., p. 50 


PERCENTAGE OF SALES TO ADVERTISING 
The industrial ad budget, Jan., P. 48 





PFLIFER, G. H. 
How Chain Belt adopted integrated marketing, July, p. 128 


PHOTOCOPYING EQUIPMENT 
Copyrama--the Haloid systems concept in action, Apr., pe. 55 


Package selling boosts sales for Kenro Graphics, Apr., p. 59 


PLANT VISITS see OPEN HOUSE 


PLATT, P. L. 
U. S. Steel sells its customers! customers, ABP winner, Apr., p. 162 


POE, ALBERT B. 
How Stavid advertises to defense market, Nov., p. 46 


POLLARD, BRAXTON 
* A basic guide to international advertising, Dec., p. 127 


POST OFFICE 
Postal service plans will help marketers, Jan., p. 80 


PRESS RELATIONS, see PUBLICITY 


PRICE BROTHERS CO. 
Unusual postmarks sell pipe for Price, Sept., p. 186 


PRICE & RUTZBECK 
How Price & Rutzebeck cut low-volume sales costs with product demonstrations, 


June, p. 41 


PROBLEMS IN INDUSTRIAL MARKETING 
Here are 31 steps to low readership scores, Jan., p. 98 
Who is responsible for producing instruction manuals, Feb., p. 90 
How often should you switch ad campaign? Mar., p. 102 
How does small show exhibitor get action?, Apr., p. 106 
How to sign your name to an ad, May, p. 104 
How to look big in small space, June, p. 100 
Here are the answers to the 12 most often asked questions on advertising, 
July, p. 104 
Package design is for experts, Aug., p. 150 
All hung up on gift ideas for Christmas? Sept., p. 108 
How to judge a space salesman, Oct., p. 128 
How to get good case histories by mail, Nov., p. 124 
Space reps offer 85 New Year's resolutions, Dec., p. 110 


PRODUCT BENEFITS 
CCF re-educates ‘lost generation' to advantages of oil cloth. ABP winner, 


Apr., p. 168 
Mobil sets itself apart with case histories that prove product benefits. 


ABP winner, Apr., p. 156 





PRODUCT LITERATURE, see also CATALOGS, TECHNICAL WRITING, SALES MANUALS, HANDBOOKS 
Do your service books kill sales? Nov., p. 202 
How Rilco keeps track of their sales literature, Dec., p. 108 
Who is responsible for producing instruction manuals? Feb., p. 90 


PROGRAM planning 
So youtre telected' program chairman, Nov., p. 192 


PSYCHOLOGY 
* Tet's take a new look at industrial sales psychology, June, p. 126 


PUBLIC RELATIONS, see also ANNIVERSARIES, COMMUNITY RELATIONS, CUSTOMER RELATIONS, 
PUBLICITY, OPEN HOUSE 
Beware the phony pr pitchman, Mar., p. 152 
The case for the independent public relations counsel, Apr., p. 46 
The case for public relations service within an advertising agency, Apr.: p. 
The case for separate pr counsel affiliated with an ad agency, Apr., p. 0 
Industrial promotion can be so mich jazz Le Roi Div. finds, June, p. 57 
What's your public relations quotient, Mar., p. 59 


PUBLICITY 
A basic guide to better technical publicity, May, part 2 
A basic quide to developing publicity, Oct., p. 65 
Dobeckmun Co., gold flake maker, turns product into street of gold, Nov., p. 
Editors hail tape recorded Nitragin press party, Feb., p. 106 
Editors received press party in mail from Knipco Inc., Dec., p. 95 
Eight ways publicity men can keep editors happy, Nov., p. 108 


PURCHASING 
* Here's proof--the industrial buyer is humant May, p. 126 
The mysteries of purchasing. Results of Business Newspapers Assn. of Canada 
study, June, p. 48 
* What does the industrial buyer's emotional involvement mean to you? May, p. 152 


PUTMAN PUBLISHING CO. 
* How to win $9,000. Putman award winners, June, p. 140 


QUESTIONNAIRES 
If you want good answers don't ask biased questions, June, p. 61 


RADIO CORP. OF AMERICA 
RCA promoter's portfolio--a year's campaign in one package, Mar., p. 133 


RAYMOND CORP. 
$120-a-Year promotion sells salesmen on standard models, Nov., p. 51 


RAYMOND, HARRIET 
Ad-woman-of-the-year says industrial ads are too nuts-and-bolts, July, p. 58 


RAYTHEON MFG. CO. 
More time for selling--Raytheon automates its distributors inventory management, 


Nov., p. 58 





READERSHIP 
Are reader surveys any good? July, p. 145 
* Big ads seldom .. small ads often. Answer to Geo. Dewey article in Sept. '58 
issue, Feb., p. 140 
Doubtful adman tests business paper audience, Oct., p. 43 
Has everyone gone haywire over readership reports? Oct., p. 81 
Anonymous answer, Dec., p. 61 
Here are 51 steps to low readership scores, Jan., p. 98 
How to use readership reports, Jan., p. 53 
Readership reports available in 1959, Jan., p. 128 


RESE ENGINEERING Co. 
How Rese built a ‘company look’ in nine months, Oct., p. 163. 


RESTAURANTS 
Merchandising ideas key Campbell Soup success. ABP winner, Apr., p. 164 


A. H. RICE CO. 
Can a small company afford a corporate image program? June, p. 54 


RIICO LAMINATED PRODUCTS 
How Rilco keeps track of their sales literature, Dec., p. 108 


ROBERTSHAW-FULTON CONTROLS CO. 
How Robertshaw-Fulton took the 'dust' out of its industrial catalog, Mar., 


p. 59 


ROCKWELL MANUFACTURING CO. 
How to have third-page full-color ads for $30. Rockwell tells secret, 


Mar., p. 48 


ROSBERG, J. WESLEY 
* How to use readership reports, Jan., p. 55 
Readership reports available in 1959, Jan., p. 128 


ST. THOMAS, CHARLES E. 
* A basic guide to marketing for smaller companies, June, part 2 


SALES ANALYSIS 
What you should know about industrial sales analysis, May, p. 45 


SALES DEMONSTRATION 
How Price & Rutzebeck cut low-volume sales costs with product demonstrations, 
June, p. 41 
Kaiser's mobile vans spearhead new line, Mar., p. 120 


SALES LITERATURE, see PRODUCT LITERATURE 
SALES MANUALS 


How to prepare a sales manual and make sure it's used, Oct., p. 200 
How to tell industrial salesmen how to sell, Nov., p. 170 





SALES MEETINGS, see also SALES TRAINING 
Pupils decide what subjects are taught at International Minerals sales 
Clinics, May, p. 116 


SALES PRESENTATIONS 
Versatile charts solve sales pitch problem for General Electric, Oct., p. 50 


SALES PROMOTION, see also SAIES PROMOTION IDEAS 

Advance Machine licks dealer lethargy, ups sales 49% with incentives, Jan., 
p. 108 

'Canned* mail copy pushes Crown Cork's cans, June, p. 116 

Caps sell caps for Alcoa, Oct., pe. 148 

Cash contest flushes out case histories, Feb., p. 108 

Fearless Fuller (and a blonde) solve mysteries, sell adhesives, Apr., p. 124 

Flying Tiger grabs new sales with *big reach’ Mar., p. 115 

Ford grows a farm to reap a fat sales harvest, May, p. 110 

Here's how Cyanamid cleaned its mailing list, Apr., p. 120 

How to sell with technical catalogs, Aug., p. 142 

How small company, Ampex Corp., grew on ‘big company’ promotion, June, p. 44 

How to use sales promotion to cut selling costs, June, p. 154 

Imagination San Francisco style--outstanding promotion campaigns, June, p. 35 

Kaiser's mobile vans spearhead new line, Mar., p. 120 

Model trains open doors for Honeywell. DMAA winner, Dec. p. 100 

Pinballs pay off at Geophysical Service exhibit, Jan. p. 105 

"Portable field office" sparks Byron Jackson dealers, Jan., p. 37 

Pupils decide what subjects are taught at International Mineral sales clinics, 
May, p. 116 

RCA promoter's portfolio--a year's campaign in one package, Mar., p. 135 

Sales promotion sells secrecy at atom plant, May, p. 114 

Spy's secret mailers promote Truscon (in code, of course), July, p. 114 

Standard Register's *IDP Workshop! proves valuable sales and p.r. tool, 
Apr., p. 140 

Top salesman's ‘intercepted! letters boost Zonalarm sales by distributors, 
Feb., pe ‘122 

Trade shows: exhibiting isn't enough Industrial Wiping Cloth finds, Feb., p. 101 

Trucks-on-the-spot increase sales for industrial cleaning rig, Sept., p. 146 

What promotional material works best for industrial distributors, Aug., p.82 


SALES PROMOTION IDEAS 

Diamond Alkali finds it's good p.r. to make railway hobbyists happy, Jan., 
p. 1035 

Ceco's '59 calendar saves company money, Feb., p. 99 

Harry W. Smith's ‘automated’! media service keeps lists up-to-date, Mar., p. 113 

National Gypsum's lath customers get personal service - photos prove it, 
Apr., pe 110 

Isaacs Co. encourages customers to make catalog revisions, May, p. 109 

Brown & Sharpe boosts company authors, June, p. 109 

How Armstrong Cork makes its experts available at trade show, July, p. 109 

Dealers love Rheem promotion; she's a *D-Rheem girl, Aug., p. 1335 

Vulcan-Hart uses sleepy-eyed hound to stir salesmen, Sept., p. 131 

Junior spacemen aid General Mills industrial campaign, Oct., p. 157 

Commercial Shearing & Stamping ‘family’ promotion is attention getter, Nov., 
p. 1355 

Editors receive press party in mail from Knipco Inc., Dec., p. 93 
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SALES QUOTES 
Why don't more industrial companies use sales quotas? Dec., p. 147 


SALES TRAINING, see also SALES MEETINGS 
The need for training new and old salesmen, July, p. 535 
Sales training is a man-to-man affair, Nov., p. 2ll 


SALESMANSHIP, see also SELLING 
Can non-technical salesmen sell semi-technical products? Nov., p. 152 
Can your salesmen pass this basic test? Oct., p. 65 
Don't bother salesmen with inquiries unless they're good prospects), Dec., 
p. 40 
How Friden picks good sales and service men, July, p. 55 
How to make industrial buyers hate you, Nov., p. 62 
How salesmen use ads, Nov., p. 45 
How to tell industrial salesmen how to sell, Nov., pe. 170 
The need for training new and old salesmen, July, p. 55 


SAWYER, HOWARD G. 
* A system for organizing a marketing library, Mar., part 2 
What does the industrial buyer's emotional involvement mean to you? May, p. 152 


SCHOOL SHOP MARKET 
* Should you be selling the school shop market? Nov., p. 53 


SCHWEIBINZ, PAUL A. 
Don't bother salesmen with inquiries unless they're good prospects, Dec., p. 40 


SEATTLE BRONZE CO, 
How small company does big ad job with direct mail, Oct., p. 55 


SEAVOY, G. E. 
* Are trade shows worth their cost? Aug., p. 49 


SELLING, see also SALESMANSHIP 

For quick sales boost--bigger ad budget or more salesmen? Apr., p. 128 

How to prepare a sales manual and make sure it's used, Oct., p. 200 

How to use sales promotion to cut selling costs, June, p. 154 

Let's take a new look at industrial sales psychology, June, p. 126 

More time for selling--Raytheon automates its distributors inventory 
management, Nov., p. 58 

$120-a-Year promotion sells salesmen on standard models, Nov., p. 51 

Should you be selling the school shop market? WNov., p. 53 

Why don't more industrial companies use sales quotas? Dec., p. 147 

Worthington's uninterrupted service plan ends dealer-prospect indifference, 
Sept., p. 60 


SHOAF, DR. F. ROBERT 
* Here's proof the industrial buyer is human, May, p. 126 


SICO MFG. CO. 
Can non-technical salesmen sell semi-technical products? Nov., p. 152 





SID BERNSTEIN says 
If you want good answers don't ask biased questions, June, p. 61 
Corporate image advertising: good, but it isn’t enough, July, p. 63 
Advice to NIAA: Now's your (rast?) chance to produce, Aug., p. 85 
Agencies don't like business papers: fact or chestmut? Sept., p. 65 
Has everyone gone haywire over readership reports? Oct., p. 81 
Anonymous answer, Dec., pe 61 
Does it take a president to buy a box of screws? WNov., p. 69 
Anonymous writers shouldn't drive you nutty, but they can, Dec., p. 61 


SKF INDUSTRIES 
SKF spends $100,000 for a sales catalog, Mar., p. 52 


SMALL BUSINESS 
A basic guide to marketing for smaller companies, June, part 2 
Can a small company afford a corporate image program? June, p. 54 
New money program makes bigger markets out of small companies, May, p. 80 
How Price & Rutzebeck cut low-volume sales costs with product demonstrations, 
June, p. 41 
How small company, Ampex Corp., grew on 'big company’ promotion, June, p. 44 


SMITH, FRANK J. 
How not to hold an open house, Feb., p. 60 


SMITH, T. R. 
Can your salesmen pass this basic test? October, p. 635 


SNYDER, JULIAN 
Were you listening when the boss was talking? Nov., p. 49 


SOCONY MOBIL OIL CO. 
Mobil sets itself apart with case histories that prove product benefits. 
ABP winner, Apr., p. 156; Putman award winner, June, p. 146 


SPACE BUYING & SELLING 
Found: business papers! 3d dimension, May, rf. 46 
How to buy business publication space, May, p. 48 
How to judge a space salesman, Oct., p. 128 
How O. S. Tyson seeks out space salesmen, Oct., p. 60 
Space reps offer 83 New Year's resolutions, Dec., p. 110 


SPERBER, NATHANIEL 
What's your public relations quotient, Mar., p. 39 


STANDARD REGISTER CO. 
*IDP Workshop' proves valuable sales and p.r. tool, Apr., p. 140 


STATISTICS 
* A basic guide to communicating, July, part 2 


STAUFFER CHEMICAL CO. 
Stauffer Chemical pokes fun at glutted market, Sept., p. 176 





STAVID ENGINEERING 
How Stavid advertises to defense market, Nov., p. 46 


STEEL MAGAZINE 
* Here's proof--the industrial buyer is humant May, p. 126 
* What does the industrial buyer's emotional involvement mean to you? May, 


p. 152 


STEPHEN, FERGUS 
* How Charles Bruning Co. sold big budget boost to management, Sept., p. 62 


STEVENS, H. M. 
Merchandising ideas key Campbell Soup success. ABP winner, Apr., p. 164 


STEVENS, PETER J. B. 
* A basic guide to better technical publicity, May, part 2 


STEWART, DOUGALL & ASSOCIATES 
* A checklist to profitable marketing, Apr., part 2 


STRENSKI, J. B. 
How to sell with technical catalogs, Aug., p. 142 


SYSTEMS CONCEPT 
Copyrama--the Haloid systems concept in action, Apr., p. 55 


Package selling boosts sales for Kenro Graphics, Apr., p. 59 


TAXES 
State tax hodgepodge threatens free trade, June, p. 80 


TECHNICAL WRITING 
* A basic guide to engineering handbooks, Aug., p. 77 
How to sell with technical catalogs, Aug., p. 142 


TINNERMAN PRODUCTS 
Tinnerman advertises 9,000 shapes, sizes. ABP winner, Apr., pe 166 


TOP MANAGEMENT FORUM 
* Can the results of industrial advertising be measured? Jan., p. 100; Feb., 


p. 92; Mar., p. 168 
Is the industrial distributor effective and economical? Mar., p. 104 
For quick sales boost--bigger ad budget or more salesmen? Apr., pe. 128 
Should agency account executives have access to top management? May, p. 99 
How to get marketing ideas from your distributors, June, p. 105 
When and how to merchandise advertising, July, p. 95 
Who should set industrial ad aims? Aug., p. 125 
Should ad budgets lead or follow sales, Sept., p. 115 
Foreign competition proves ticklish subject for U. S. executives, Oct., p. 133 
Who should control new product development, Nov., p. 129 
Iet's look at the 60s, Dec., p. 35 


TOWNE, ROBERT D. 
When and why do you ‘go institutional.' Neptune Meter's answer, Feb., p. 44 





TRADE ASSOCIATIONS 
National Electrical Contractors Assn. aims for more business, Dec., p. 78 


TRADE SHOWS & EXHIBITS, see also MEETING DATES 
* Are trade shows worth their cost? Aug., p. 49 
How does small show exhibitor get action? Apr., p. 106 
Industrial promotion can be so mich jazz Le Roi Div. finds, June, p. 57 
Industrial shows, Jan., p. 150; Feb., p. 155; Mar., p. 165; Apr., p. 179; 
May , pe 155; June, p. 153; July, p. 155; Aug., pe175; 
Sept., De 219; Oct., p. 206; Nov., pe 190; Dec., p. 145 
Pinballs pay off at Geophysical Service exhibit, Jan., PD» 105 
Sales managers tell what's wrong (and right) with trade shows, Sept., p. 58 
*Spectacle' promotion for Cooper-Bessemer pulls spectacular show attendance, 
Dec., p. 59 
Trade shows: exhibiting isn't enough Industrial Wiping Cloth finds, Feb., 
p. 101 
Trade show exhibits grow up to sales role, May, p. 37 
Trade shows galore: how Armco picks 'right' ones for their company, Oct., p. 61 


TRADENAMES & TRADEMARKS 
* How to change a trademark, Feb., part 2 


How to sign your name, May, p. 104 
‘ Picture story on how Foote Mineral changed its trademark, Feb., p. 58 


TRANSLATING 
How to write Spanish copy without a Yankee accent, July, p. 49 


TRETBAR, EVERETT E. 
Beware the phony pr pitchman, Mar., p. 152 


TRUSCON DIVISION 
Spy's secret mailers promote Truscon (in code, of course), July, p. 114 


O. S. TYSON & CO. 
How Tyson seeks out space salesmen, Oct., p. 60 


U. S. STEEL CORP, 
* Mr. Advertiser, meet a competitor--U. S. Steel, May, p. 175 
U. S. Steel sells its customers! customers, ABP winner, Apr., p. 162 


URY, BERNARD E. 
* A basic guide to developing publicity, Oct., pe. 65 


VENEZIAN, ANGELO R. 
* Business paper ads near record in '59, to top it in '60, Dec., p. 45 


VISKING CO. 
Selling something new to farmers: here's how Visking did it, Mar., p. 58 





WASHINGTON REPORT 
Postal service plans will help marketers, Jan., p. 80 
Census information to be available this year, Feb., p. 84 
Buried marketing gold yours for the asking, Mar., p. 78 
Foreign trade--there's a big market abroad, Apr., p. 84 
New money program makes bigger markets out of small companies, May, p. 80 
State tax hodgepodge threatens free trade, June, p. 80 
Transportation middle: changes coming? July, p. 82 
Congress ponders ‘territorial security,' Aug., p. 104 
U. S. agriculture: big headache, big market, Sept., p. 88 
Congress turns gimlet eye on defense buying, Oct., p. 106 
Can Uncle Sam get his cut-rate weapons? Nov., p. 96 
Contractor group aims for more business, Dec., pe. 78 


WEATHERHEAD CO. 
Cash contest flushes out case histories, Feb., p. 108 


WESTINGHOUSE ELECTRIC CORP. 
* Unusual ads build corporate image, Feb., p. 40 
What Westinghouse admen did the year it rained fuses, Oct., p. 44 


WHICH AD ATTRACTED MORE READERS? 
Jan., p. 87; Feb., p. 79; Mar., pe 95; Apr., pe 97; May, p. 91; June, p. 91; 
July, p. 91; Aug., p. 113; Sept., p. 99; Oct., p. 117; Nov., p. 111; 
Dec., p. 85 


WHITE, JOHN K. 
Do your service books kill sales? Nov., p. 202 


WILLSON, ROBERT C. 
So you're ‘elected’ program chairman, Nov., p. 192 


WITTNER, FRED - 
An agencyman looks at industrial accounts, Apr., p. 45 
What should trade missions mean to you? July, p. 44 


WORTHINGTON CORP. 
Company communications program has gone far in two years, Oct., p. 120 
Uninterrupted service plan ends dealer-prospect indifference, Sept., p. 60 


ZINN, ROBERT 
Standard Register's 'IDP Workshop’ proves valuable sales and p.r. tool, 


Apr., p. 140 
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